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must do this regardless of what the price level may be. Their success comes from efficiency rather than the price level The relative volumes of business give them proportional bargaining power, but in spite of this, price levels change and the efficient enterprises continue to operate and make profits or savings whether prices are high or low. They do this by virtue of efficiency rather than ability to obtain unusually good prices through superior bargaining power. The real secret of their success lies in the development of physical marketing machinery and plans by which markets, scientifically supplied with products, yield stabilized prices from which small instead of large expenses must be deducted. From the very nature of marketing organization, whatever collective bargaining means to the cooperative agency it must also mean to the private agency.
The term collective bargaining used so much by farmers and others does not mean the same thing as the development of concrete organizations to do business by cooperative or private middleman systems. On the contrary, it refers definitely to a means of changing the price level, generally upward, after the inertia of customary conditions has failed to give way. Moreover, "collective bargaining instead of implying monopoly, through which price-fixing is supposedly made possible, is more nearly group protest against the continued existence of price levels or other factors which have become intolerable through the mere weight or inertia of custom. Collective bargaining certainly implies group action, but does not imply monopoly or price fixing. It does mean the existence of impressive group indignation and publicity which throws the spot light upon prices that have become unreasonable. Where the single individual would certainly bargain in vain, concerted protest carries an appeal to the fair-mindedness of the public in general. United effort to inform the consumer that continued low prices will mean withdrawal